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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh influencer marketing, 

content marketing, dan online customer review terhadap minat beli pengguna 

Lazada di Kudus. Teknik pengambilan sampel menggunakan purposive sampling 

dengan jumlah responden sebanyak 140 orang. Alat pengumpulan data yaitu 

menggunakan kuesioner yang kemudian dianalisis menggunakan uji validitas, uji 

reliabilitas, uji asumsi klasik, dan analisis regresi linear berganda. Hasil penelitian 

menunjukkan bahwa secara parsial variabel content marketing dan online 

customer review berpengaruh positif terhadap minat beli pengguna Lazada di 

Kudus, sedangkan pada variabel influencer marketing tidak berpengaruh terhadap 

minat beli pengguna Lazada di Kudus. Secara simultan influencer marketing, 

content marketing, dan online customer review berpengaruh positif terhadap minat 

beli pengguna Lazada di Kudus. 

Kata Kunci: Influencer marketing, content marketing, online customer review, 

minat beli 
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ABSTRACT 

This study aims to determine the effect of influencer marketing, content 

marketing, and online customer review on purchase intention of Lazada users in 

Kudus. The sampling technique used is purposive sampling with a total of 140 

respondents. The data collection tool is using a questionnaires that are then 

analyzed using validity tests, reliability tests, classical assumption tests, and 

multiple linear regression analysis. The results showed that partially the content 

marketing and online customer review variables had a possitive effect on the 

purchase intention of Lazada users in Kudus, while the influencer marketing 

variable had no effect on the purchase intention of Lazada users in Kudus. 

Simultaneously influencer marketing, content marketing, and online customer 

review have a positive effect on the purchase intention of Lazada users in Kudus. 

Keywords: Influencer marketing, content marketing, online customer review, 

purchase intention 
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